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• Advocacy 
• Examples 
    -    Community 
    -    Tobacco 
    -    Alcohol examples  
•  World record for slides 
 



  We are willing to take our 
chances of cholera and the rest 
than be bullied into health by 
Mr. Snow……. 

 
London Times, 1851 



Different type of opposition 

 



What is Advocacy? 
Advocacy is the pursuit of influencing outcomes…that 

directly affect people’s lives. 
 
Media advocacy is the strategic use of mass media for 

advancing a social or public policy initiative. 
 
  (Pertschuk) 

 
 



TYPES OF ADVOCACY 

• INTERNAL 
• EXTERNAL – DIRECT 
• EXTERNAL - INDIRECT 
• INSIDE/OUTSIDE 



Features of advocacy 
• Not just another word for publicity 
• Issue and policy oriented, not at individuals 
• Directed at “upstream” factors which influence individual 

behaviour 
•  Contested debates (i.e. there is opposition to your policy or 

perspective being accepted) 
•  Opposition can include apathy or indifference  
•  Usually campaigns run by groups with   few resources 
• Can be specific issue or broader  
• Always look for the comprehensive approach 

 
 



Advocacy is a Challenge 

• Advocacy does not always provide quick outcomes 
• Need to achieve great things with small budgets 
• No room for complacency 
• Vigilant and stay around for the long haul 
• Create a profile 
• Strong partnerships 
• Politically astute, neutral and bipartisan 

 
 



There is always opposition 

 



    Timor Leste 2013 







.... democracy is not cheap …. Everybody’s 
involved with assisting political parties …. 
We need to keep these people in place to 
have the democracy we have today …. 
Yes, it costs money. 

 
  (John Thorpe 
  Australian Hotels Association) 





 Just because I don’t care doesn’t mean I 
don’t understand. 

 
Homer Simpson 
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Advocacy Works 

• If you do it right 
• If you are patient 



11  COMMANDMENTS 
1. Be professional 
2. Understand Government 
3. Know what you want 
4. Understand your strengths – and use them 
5. Be evidence-based (and work with 

researchers/scientists) 
6. Work with all levels of Government 
7. Identify individuals 
8. Be non-partisan 
9. Work with the Media 
10. Identify the opposition – and oppose it 
11. Be opportunistic – and take the lucky breaks 

 



KNOW WHAT YOU WANT 





COMPREHENSIVE APPROACH 

Recognition that: 
 
Each component of itself is not the solution 
Opposition demands for evidence of instant impact for 

specific measures in isolation should not overrule 
commonsense  

Evaluation of specific measures is complex 
(“unwrapping gossamer with boxing gloves”) 

In a less than ideal world we aim for what we can get 
Consensus is crucial 



Work as Coalitions  
 
 
 
 



Oppose the opposition - Lessons from 
tobacco 

i) identify the opposition 
ii) learn about it 
iii) oppose it 
iv) work from the Scream Test  
v) they never give up 
vi) you can never be too cynical. 
 

 



Many of the threats to us, P.M. (Philip Morris), arise 
from concerns which have lost touch with common 
sense and reality. 
 
People (and politicians) do need causes, and in a world 
which is generally more peaceful and affluent than ever 
before, there’s a shortage of big causes. 
 
That’s why we hear so much about really rather little 
causes: smoking, drinking, dietary hazards….. 
 
Hamish Maxwell, Chairman and CEO, Philip Morris, Washington DC, 
September 8, 1986 



Whom do you want to influence? 

• Internal? 
• External? 
• Combination? 
• Range of groups/people 

 
 

• Identify your key aims and targets 
• Identify key decision-makerss 
• Find can-do people 
• Don’t try for everything all at once! 



What influences the different groups? 

 



Politicians (all levels) 

 



 

   “Politics is the art of looking for 
trouble, finding it everywhere, 
diagnosing it incorrectly and 
misapplying the wrong remedies.” 

  
Groucho Marx 

 
 
 







Understand politicians  

• Learn about their world and how they think: 
 

• Politically – trust is always contingent 
• Short-term 
• Driven 
• Poll-driven 
• They DO (generally) want best for community 
• All politics is local 
• All have egos 
• Media matters 
• Parliament matters 
• Work with their offices 
• Get the budget right 
• Be non-partisan 

 



Be non-partisan 
• If you want to be in politics, go into politics 
• Work with all parties 
• Work with parties at all levels (inside and 

outside Parliament) 
• Recognise factions in parties 
• You can be benevolently neutral 
• But stay non-partisan 



WORK WITH BUREAUCRATS  

• Stereotypes can be accurate 



The Principle of the Dangerous Precedent 

 “Every public action which is not 
customary either is wrong, or if it is 
right it is a dangerous precedent.  It 
follows that nothing should ever be 
done for the first time.” 

 
F. W. Cornford 

Microcosmographia Academica (1908) 
 



BUT…..Keep at it – they can be crucial 
influencers and decision-makers 

• Learn about their world 
• Some are great 
• Find the good people – and work with them 
• Find ways to influence the others 

 



Media, media, media 

 



Do not dally with the Delilahs of the 
Press. 

 
(Sir William Osler, 1909) 

 







Why Media? 

• Powerful  
• Influence community and decision-makers 
• Provide direct route 
• Help to raise profile/influence of your organisation 
• Can be used to promote organisation in various 

different ways (advocacy to fundraising) 
• Can be important part of overall strategy 
• Note: may be both proactive and reactive, positive 

and defensive 





Political Priorities 

What’s the Page 1 lead? 
What’s the Page 3 lead? 
What’s the editorial? 
What’s the lead letter? 

 
WA Premier 



Media Basics 
• Learn about the media 
• Watch, read, listen, surf 
• Understand how media work 
• Need to understand what media want 
• Be as professional as they are – from time of 

approach to recognising their pressures and 
deadlines to being available. 
 



Use Our Strengths 

• Magnitude of problem 
• Evidence 
• Evidence for action 
• Community concern 
• Authoritative medical, law enforcement and 

other support 
• Cynicism about opposition 
• Much media support for health/community-

oriented positions 
• Always new approaches 



“The development of alcohol policies is the sole 
prerogative of national authorities. In the view 
of WHO, the alcohol industry has no role in the 
formulation of alcohol policies, which must be 
protected from distortion by commercial or 
vested interests.” 
 
Dr. Margaret Chan, Director General, WHO. BMJ, 11 April 2013 

 



ADVOCACY WORKS 

• If you are consistent, professional, principled 
and very, very patient 



Advocacy in Action toolkit  

• Practical resource designed to encourage you to get into 
advocacy.  

• Case examples of advocacy – local, national and international.  
• The toolkit takes you through:  

– Why and when you would use advocacy  
– Advocacy challenges  
– Advocacy Myths  
– Getting prepared for advocacy  
– Advocacy strategies  
– Evaluating advocacy  
 
www.phaiwa.org.au (publications) 
 

http://www.phaiwa.org.au/


Examples 

• Moora 
 

• Tobacco 
 

• Alcohol 



MOORA 2004  

• Small town in Western Australia 
• Promised upgraded hospital in election 
• Health budget tight 
• Decision to reallocate funding 
• Community won’t complain 
 

 
 



“Gallop Give Back Moora Hospital” 



    Furious at the Government's reversal on building the 
hospital last year, Moora residents waged a door-
knock campaign in Dr Gallop's electorate and 
embarrassed him by presenting him with bricks from 
the decaying facade of the Moora hospital. 

 
The brick presentations became a security issue for 
the Government when the WA Police Service's 
security unit became concerned the bricks could be 
used as weapons or projectiles against the Premier. 
 
 

The West Australian, 29 March 2005 



     Moora adds a rocket to fireworks show  
 

      MOORA'S relentless campaign to embarrass the State Government over a decision to 
scrap plans for a new hospital for the town could reach thousands of people this 
weekend. 

 
A plane towing a banner which says “Gallop give back Moora Hospital” will take to the 
skies over Perth on Monday as the town intensifies its campaign. 
Moora Shire's plan to upstage the Skyworks fireworks and make its frustrations known 
to an estimated audience of 400,000 is part of an innovative campaign to force the 
Government to recommit to building the $6.3 million hospital. “We thought the 
fireworks would be a good opportunity for us to get across an important message to 
Perth about the need for a Moora hospital,” Moora Shire enterprise development 
officer Devon Gilmour said. 
 

    “We'll keep on telling people about it right up until the election, or until the 
Government give us a contract in writing telling us they are going to give us our 
hospital.” 
 

    The Gallop Government rescinded an election promise to build a new hospital in 
October, instead offering funding for an upgrade, but the decision infuriated Moora 
residents who have mounted a campaign targeting Premier Geoff Gallop. 

     Every second weekend, busloads of Moora residents have been driving to Dr Gallop's 
Victoria Park electorate asking residents to sign a petition calling on the Government 
to build the hospital. 

 
The West Australian, 24 January 2004 





Tobacco 

• Spoilt for choice 
• Early lessons – RCP 1973, Rothmans 
• Plain Packaging as exemplar 



59 



TOBACCO CONTROL AUSTRALIA in 2008 – Over-simplified 
summary (Note - mix of Federal and State activity) 

Tobacco advertising bans since late 80s/early 90s 
Health warnings since 1973, increasing strength every decade – 1973, 1987, 
1995, 2006 
Continuing State legislation/action (leapfrog effect) 
Bans on point-of-sale promotion 
Strong measures to protect non-smokers – cars around kids, bars and 
restaurants, other public places (including some beaches) 
National and State media campaigns 
Strong, cohesive advocacy organisations, individuals, coalitions – Cancer, 
Heart, AMA, AMA, ASH, ACOSH, PHAA – and many others 
Continuing new approaches to media and media coverage 
Cessation support – NRT, Quitlines, etc 
 
(Industry last 10 – 15 years – much lobbying and working through others but 
staying below parapet ) 

 



WHERE NEXT?  

 



PLAIN PACKAGING - PASSING THE 
SCREAM TEST 
 
Plain packaging/pack display – part of multi-
focused Discussion Paper  
 
Industry responses (BAT, Imperial, Philip 
Morris) – 43 out of 142 pages 

 
 



 
 1 Make tobacco products significantly more expensive 

 
 2. Increase the frequency, reach and intensity of social marketing campaigns 

 
 3.  End all forms of advertising and promotion of tobacco products 

 
 4.  Eliminate exposure to second hand smoke in public places 

 

 5, Regulate manufacturing and further regulate packaging 
and supply of tobacco products  
 

 6.  Ensure all smokers in contact with health services are encouraged and supported to quit  
 

 7.  Work in partnership with Indigenous groups to boost effort to reduce smoking and exposure to tobacco among Indigenous 
 Australians 
 

 8.  Boost efforts to discourage smoking in other highly disadvantaged groups 
 9.  Assist parents and educators to discourage tobacco use and protect young people from second hand smoke  

 
 10.  Ensure the public, media, politicians and other opinion leaders remain aware of the need for sustained and vigorous action to 

 discourage tobacco use 
 

 11. Ensure implementation and measure progress against and towards targets 
 

  Infrastructure recommendations also included:  Establish a National Preventive Health Agency 
 
 

 
 
 
 

Tobacco –  Comprehensive approach 
11 components 



Why Plain Packaging? 

• Not a magic bullet 
• Not in isolation – part of comprehensive approach 
• Supports rest of program 
• Research evidence 
• Industry documents evidence 
• Campaign, response and coverage  
• Industry opposition – passes the Scream Test 
• International implications 



APRIL 29, 2010 

 





 



THE POLITICS 
• Minority Government – needed support of 2 of 3 Independents in Lower 

House 
• Majority in Senate, with strong support from Greens 
• Opposition oppositional….Opposing everything 
• Opposition Federally still taking tobacco donations (not Government or 

Greens) 
 

• Industry lobbying heavily 
 

• Major, coordinated health lobbying campaign 
• Aims – maintain support; secure and maintain independent s’ support; 

seek at least some Opposition members’ support; seek full bipartisan 
support. 

 



Industry Arguments 

• It won’t work 
• It will put us out of business 
• End to freedom 
• Illegal 
• International agreements 
• It’s never been done before 
• And so on…….. 
• BUT (note) – Ferocious, active opposition 

 



Massive industry campaigns 

• Media – press, radio, TV 
• Public relations – direct, indirect 
• Social media 
• Retailers 
• Lobbying 
• Dirty tricks 



Health Coalition 
• Complete consensus 
• Major health groups and experts working nationally as cohesive 

coalition 
• Cancer Councils, Heart Foundation, Australian Medical Association, 

QUIT campaigns, ASH, ACOSH, Public Health Association, and other 
health organisations 

• Prominent experts, health/medical leaders 
• Media, media, media - Proactive, reactive 
• Responding to industry campaigns, exposing industry tactics, 

research, reports, surveys, advertisements… 
• Active support from politicians of all parties 
• Lobbying, lobbying, lobbying – all parties, all members 

 











The Tobacco Plain 
Packaging Bill could destroy 
brands that a worth 
millions, if not billions of 
dollars. 
 
No company would stand 
for having its brands taken 
away and we’re no 
different. And it may 
infringe international 
trademark and intellectual 
property law. 
 
The government could also 
end up spending millions in 
legal fees defending an idea 
unproven anywhere in the 
world. 





















Public Health Advocacy Worked 

• Coalition – formal and informal 
• Constant responses 
• Surveys showing support 
• New news about health 
• New organisations in support 
• Rebuttals of industry nonsense 
• Criticisms of industry 
• International support 
• Using strengths – reputable health groups, science and 

scientists (e.g. Plain Packaging Professsors) 



And Luck…Midnight Emails 

  











MORE LUCK…ANOTHER PHONE CALL 

 





Opposition Leader Tony Abbott has said he would support any move to curb smoking rates, 
but he has refused to back the government's proposal. ''My anxiety with this [plain packaging 
proposal] is that it may end up being counterproductive in practice,'' he said. 
 
But Liberal MP Mal Washer broke ranks with his leader when contacted by The Sunday Age 
last week. Dr Washer, who spent 26 years as a medical practitioner before moving into 
federal politics, gave a blunt assessment of the tobacco industry's strategy. 
 
''All this talk of chop chop and crime gangs sounds like bullshit to me. The tobacco industry is 
jumping up and down because they're worried about their businesses. I support these 
reforms unequivocally and whatever my party decides to do, I don't give a shit,'' Dr Washer 
said. 
 
He said smoking killed about 19,000 Australians each year, and governments had a moral 
responsibility to implement any measure that could stop young people from taking up the 
habit 
 
 
The Age, May 22, 2011 







AND NOW…. 
 

• International industry protests, but can’t stop it 
• UK, New Zealand, Ireland, Norway, Turkey, South Africa….. 
• International action continues – Ukraine, Honduras, 

Dominican Republic – industry will continue, but for form’s 
sake 
 
 
 
 

 







ALCOHOL - EXAMPLES 

 



The Problem 
80% of alcohol consumed by people aged 14 to 24 years is consumed in ways 
that put the drinker’s (and others’) health at risk of acute harm 
 
Of 16-17 year old WA school students: 43.3% report ‘One of the main 

reasons I drink is to get drunk’. 
 

66.3% report ‘It is ok to get drunk occasionally’. 
 

50.1% report ‘Drinking is the best way of relaxing’.  



Growing community concern 

• Alcohol and violence 
• Young people - trends 
• Binge drinking – drinking to get drunk 
• Alcohol and the developing brain 
• Predatory advertising and promotion 
• Access and lack of effective controls 

 



LONG HISTORY OF CALLS FOR ACTION 

• Developments over time 
• Outstanding researchers and research groups 
• Increasing recognition of need for further 

action, coalitions and modern advocacy 
approaches 



Mission 
To reduce alcohol related harms in young people 
through reduced overall consumption and lower 
risk patterns of consumption.  
 
Primary target group:  
Western Australians aged 14 to 25 years. 



Or……. 

Get same results for alcohol and young people 
as for tobacco….. 

 
 



We know what needs to be done 

 



Drinks Industry – Summary (PM/Miller CEO Briefing Book, 
1996) 

    FOR 
Drinks industry education programs 
Emphasis on illicit drugs and “the root causes of 

dysfunctional behaviour” 
Advertising tax deductibility 
Voluntary advertising guidelines 
Advertising in all media; sports sponsorship; marketing 

targeted to ethnic and other minority communities 
Enforcement of drunk-driving laws – but driving at 

levels up to .17 BAC 
 
 



Drinks Industry – Summary (PM/Miller CEO Briefing 
Book, 1996) 

    AGAINST 
 
Lower BAC levels 
“Don’t drink and drive” message 
Legislated or any other restrictions on advertising, sponsorship, 

any other promotion 
Increased excise duties 
Strong enforced labelling 
Any limits on availability 
Significant government spend on public education 
Association of alcohol concerns with illicit drugs 
 
 



5+ Solution passes the Scream Test 





WA Alcohol and Youth Action Coalition 

• Youth 
• Alcohol prevention 
• Medical 
• Health 
• Legal 
• Law enforcement 
• Road safety 
• Charities 
• Welfare 
• Sexual health 
• Mental health 

 
 

•    Local 
government 
•    Research 
•    Indigenous 
•    Drug treatment 
•    Religious 
•    Injury prevention 
•    Rural health 
•    Public health 
•    Education 
•    Universities 
 

Co-chaired by Professors Fiona Stanley and Mike Daube. 
Supported by 84 organisations representing: 



Areas of Action 
• Information: collate, disseminate, comment. 
• Engage communities: e-newsletters, forums. 
• Emphasis on coalitions, linkages, cooperation. 

– WA Alcohol and Youth Action Coalition 
– National Alliance for Action on Alcohol 

• Research 
• Media coverage – for issue, concern, need for action; direct or 

promoting others 
• Work closely with local/community organisations  
• Professional engagement. 
• Key groups engagement. 
• Direct and indirect advocacy. 
• Know thine enemy 



Guide to the alcohol industry 



 



Guide to the Major Sales Outlets 



 



Alcohol Industry Peak Bodies and 
Representative Groups 



 



 





 



 





 



National Alliance for Action on Alcohol 



National Alliance for Action on Alcohol 

• Established 2011 
 

• 75 national member organisations 
 

• Policy positions based on best evidence; National 
Prevention Taskforce recommendations, AMA 
policies, etc. 
 

• Priorities: Price/tax; Access; Advertising and 
promotion 



Coalitions 

• Now most states/territories 
• Work closely together 
• Local community activists 
• Policy/media savvy researchers 



Example - Advertising 

 



Close to $1bn p.a. in advertising and promotion 























 
 

 



Impact of alcohol advertising on young 
people 

• Young people are routinely exposed to 
messages endorsing the use of alcohol 
products. 

• Exposure to alcohol promotion contributes to 
young people’s attitudes to drinking, drinking 
initiation and drinking at harmful levels. 

• Alcohol advertising contributes to the 
normalisation of alcohol. 



Constraints Minimal  

• Voluntary self-regulation 
• Ineffective, woolly wording, loopholes, 

complex process 
• Key exclusions – e.g. sports sponsorship, 

music sponsorship, placement 



Alcohol Advertising Review Board 

Alcohol Advertising Review Board (AARB) accepts 
complaints from the Australian community about 
alcohol advertisements. 

• Developed by McCusker Centre and Cancer Council WA  

• Supported by health organisations around Australia 

• Chaired by Professor Fiona Stanley, AC  

• Quarterly reports 

 



Alcohol Advertising Review Board 
Mission:  To administer an independent alcohol advertising 
complaint review service to help protect the community from 
inappropriate alcohol advertising and encourage effective 
regulation of alcohol advertising. 
 

Aims: 
• Provide an independent system of alcohol advertising review;  
• Support the community to respond to inappropriate alcohol 

advertising;  
• Ensure the complaint process is easy for community members 

to engage in; and 
• Address the content and placement of all forms of alcohol 

advertising. 
 



The Code 

• The AARB Code sets criteria for acceptable 
alcohol advertising. 
– Covers all forms of advertising in Australia, including TV, 

print, radio, online, outdoor and sponsorship 
• Content section is constructed using only 

provisions from existing alcohol advertising 
codes – we apply the industry’s own standards. 

• Placement code had no existing codes to 
reference - we identified provisions that would 
reasonably reduce young people’s exposure to 
advertising. 

 
 
 



AARB Procedures 

• Advertisers are provided opportunity to respond 
to complaints 

• Complaints are put to Panel members who 
consider the ad with regard to the AARB Code 

• AARB names and shames alcohol companies that 
advertise irresponsibly 

 
 
 







The Launch: Industry Response 



In the first 12 weeks of AARB: 

In a whole year of ABAC: 

The ABAC Scheme Annual Report 
2011, p5. 

44 
determinations 

45 
determinations 



Advantages of the AARB 
• Independent of alcohol and ad industries. 
• Covers all forms of advertising (and marketing, promotion etc) in Australia. 
• Strong Code provisions – including placement. 
• Simple to lodge complaints. 
• Proactive advertising monitoring role. 
• Publicly names and shames irresponsible advertisers. 
• Gets results – public pressure; gaining media, community and political 

support; industry ads and campaigns amended or withdrawn 
• Second Annual Report (fourth report) shortly 

 
 
 







 



WA Liquor Control Act Review 



• Industry submissions and representations 
• Health and coalition 
• Police 
• Community Organisations 
• Media – some industry 
• Media – much health, Police, coalition 
• Market research – strong public support 
• Industry arrogance 



Woolworths Limited 
• 39.5% of the liquor retailing market share in Australia. 
“The important issues of health, social, education, policing and 
community issues are more fittingly dealt with holistically rather 
than solely by licensees. It is still appropriate that these be objects of 
the Act, but it more sensibly rests as a secondary object.” (Woolworths 
Limited submission, p3) 
The current primary objects of the Act “are appropriate for the 
provision of a good that can cause harm when abused, though we do 
question the need for the inclusion of object (b) as a primary object. 
This is chiefly a health issue better dealt with through the work of 
health and education systems and not through supply side measures 
that undermine the operation of traditional market forces.” (Woolworths 
Limited submission, p10) 



Coles Liquor 

• “We believe it is the Licensing Authority’s role 
to regulate the sale and supply of liquor, not 
implement public health policy.” (Coles Liquor 
submission, page 4) 

 



WA Liquor Control Act Review 

McCusker Centre response 



Advocacy in Action toolkit  

• Practical resource designed to encourage you to get into 
advocacy.  

• Case examples of advocacy – local, national and international.  
• The toolkit takes you through:  

– Why and when you would use advocacy  
– Advocacy challenges  
– Advocacy Myths  
– Getting prepared for advocacy  
– Advocacy strategies  
– Evaluating advocacy  
 
www.phaiwa.org.au (publications) 
 

http://www.phaiwa.org.au/
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